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Customer  First �rtiĐůes ǁriƩen eǆĐůusiveůǇ for ƚŚe EC^�͊

a  c in ema — a n d  w el c omes mil l ion s of  g uests ev ery  y ea r.  I n  
2 0 1 5 ,  U n iv ersa l  O rl a n d o w il l  p roud l y  c el eb ra te its 2 5 th  
a n n iv ersa ry .

T rish a  E n g l er,  S en ior D irec tor of  G uest S erv ic es,  h a s b een  
w ith  U n iv ersa l  O rl a n d o sin c e J a n ua ry  of  1 9 9 0 ,  j ust p rior 
to its op en in g .  W ith  a  reta il  b a c k g roun d ,  E n g l er w a s h ired  
stra ig h t out of  c ol l eg e to w ork  in  th e merc h a n d ise 
division, and has since moved around to Įll posi�ons in 
other departments, including opera�ons, park services, 
a n d  sp ec ia l  ev en ts;  a n d  h a s serv ed  in  a  v a riety  of  c a p a c i-
�es, including park services manager, special events 
ma n a g er,  sen ior ma n a g er of  merc h a n d ise d iv ision ,  a ssis-
tant director of opera�ons, and director of entrance 
opera�ons. She feels fortunate to have been in the right 
place at the right �me for such diverse opportuni�es, but 
points out that Universal Orlando is like a Ηli�le city,Η 
w h ere a n y on e c a n  h a v e a  g a mut of  j ob  ex p erien c es,  or 
s�ck to one department if they choose. 

B Y  T R I S H A  E N G L E R  A N D  D E B O R A H  CO L A N G E L O ,
U N I V E R S A L  O R L A N D O  R E S O R T

A N D  N I V I  N A G I E L ,  N CS A

C R E A T I N G  M E M OR I E S  F OR  A  L I F E T I M E

I n  O rl a n d o,  Fl orid a ,  th e th emed  en terta in men t in d ustry  
is serious business, and the compe��on is Įerce. Aiming 
to be recogniǌed as the number one entertainment des�-
na�on in the world, Universal Orlando Resort knows they 
h a v e to d el iv er th e b est in  c ustomer serv ic e a t ev ery  turn ,  
a n d  to c on sta n tl y  w ork  to imp rov e th e g uest ex p erien c e.  
O v er th e p a st 2 5  y ea rs,  th e U n iv ersa l  O rl a n d o tea m h a s 
d on e j ust th a t.

W h en  U n iv ersa l  P a rk s a n d  R esorts w a n ted  to ex p a n d  
b ey on d  th eir H ol l y w ood  T h eme P a rk  in  1 9 9 0 ,  O rl a n d o—  
one of the world’s top tourist des�na�ons—was the 
n a tura l  c h oic e f or a  n ew  th eme p a rk  a n d  resort.  T od a y ,  
U n iv ersa l  O rl a n d o in c l ud es tw o th eme p a rk s,  f our on -site 
h otel s,  a n d  City W a l k — a  3 0 -a c re en terta in men t c omp l ex  
rep l ete w ith  n ig h tc l ub s,  resta ura n ts,  sh op s,  min i-g ol f  a n d  Continued on foůůoǁing page
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Deborah Colangelo, Director of the Guest Contact 
Center, joined Universal Orlando two years ago, with a 
long background in travel and hospitality, including 25 
years working for both cruise and tour operators. 
Colangelo says her �me at Universal Orlando has been 
“an absolutely amaǌing experience,” thanks in part to 
the support she’s received from senior leadership in 
bringing the services of the contact center to their 
current high level. The contact center is “usually the 
Įrst touch point for poten�al guests,” Colangelo 
explains, and her talented team is responsible for 
everything from answering Ƌues�ons to planning and 
selling vaca�on packages. Everyone at the contact 
center has fun, which is easy when what you do is 
“help people build memories.”

The culture at Universal Orlando, according to Colan-
gelo, is “teamͲmember friendly,” and every employee 
spends one to two days learning about the company’s 
mission and values͗ respect; teamwork; open commu-
nica�on; honesty, trust Θ integrity; recogni�on; and 
fun͊ Engler explains that these core values developed 
naturally because of the family atmosphere Universal 
Orlando has embodied since day one—where every 
single team member looks out for one another, com-
municates openly, and shares a commitment to deliv-
ering the best experience possible to every guest. And 
like a family, working at Universal Orlando is not a 
nineͲtoͲĮve gig, but a 24ͬϳ, ϯϲ5ͲdaysͲaͲyear responsi-
bility. As Engler emphasiǌes, “It takes such a team to 
pull off what we do here every day.”

Team member sa�sfac�on is valued as highly as any 
other corporate concern at Universal Orlando. 
Employee sa�sfac�on surveys are conducted every 
year, and leaders are held every bit as accountable for 
the results of these as they are for guest sa�sfac�on or 
revenue results, according to Colangelo. As Engler 
says, it is the leaders’ goal to take care of their team 
members, knowing that having happy team members 
is indispensible to providing the excellent guest 
service Universal Orlando is proud of. To ensure team 
member sa�sfac�on con�nues to improve, high level 
results from the employee sa�sfac�on surveys are 
shared, and management collaborates with their 
teams to develop ac�on plans based on the broad 
scope of informa�on received. 

These efforts have clearly paid off. Engler says that 
“there are so many team members s�ll here that have 
been here since the opening and the Įrst couple of 
years,” who she runs into some�mes aŌer years, and 
they enjoyably reminisce about “back in the day.” 
Colangelo adds, “zou can’t go to a single department 
and not Įnd somebody that’s been there 20 years,” 
and is proud to report that their call center turnover 
rate is lower than average in what is a notoriously 
highͲturnover business.

The philosophy of customer service at Universal 
Orlando is encapsulated as the “Universal Way,” 
which includes four guest service expecta�ons͗

hniversal KrlandoΖs emphasis on team member sa�sfac�on 
pays oī with every interac�on.

According to Engler, the Universal Way is not a slogan or an ini�a�ve; it’s 
a culture—a way of life—the goal of which is to be recogniǌed as deliv-
ering the best guest service in the themed entertainment industry. “It’s 
not about what we deliver, but how we deliver it͙ It’s all about crea�ng 
extraordinary experiences for our guests, and how we’re constantly 
delivering on that promise,” says Engler. Colangelo adds that the Univer-
sal Way relies on the concept of shared accountability; a “strong service 
culture where everyone has eƋual responsibility,” regardless of depart-
ment or role, front or back of house. “Everybody here at Universal 
Orlando plays a part in delivering that service,” says Colangelo.

1 .  S et th e S tag e
Ϯ͘ <noǁ zoƵr ^ƚƵī
3 .  Wow  ‘ em  N ow
4 .  B e a H ero
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According to Engler, the Universal Way is not a slogan 
or an ini�a�ve; it’s a culture—a way of life—the goal of 
which is to be recogniǌed as delivering the best guest 
service in the themed entertainment industry. “It’s not 
about what we deliver, but how we deliver it͙ It’s all 
about crea�ng extraordinary experiences for our 
guests, and how we’re constantly delivering on that 
promise,” says Engler. Colangelo adds that the Univer-
sal Way relies on the concept of shared accountability; 
a “strong service culture where everyone has eƋual 
responsibility,” regardless of department or role, front 
or back of house. “Everybody here at Universal 
Orlando plays a part in delivering that service,” says 
Colangelo.

Training in the Universal Way includes the message 
that every single team member has the opportunity to 
be a hero. Every Universal Orlando employee knows 
the “Popcorn Story”͗ no ma�er what role you play in 
the company, if you’re in the park and you see a guest 

drop their popcorn, you go and get them another one, 
Colangelo shares. The moral of the story is that it’s all 
those li�le things that employees do for guests that 
create that winning overall guest experience. Team 
members know that “they are empowered to do 
whatever it takes to correct a situa�on or enhance the 
guest experience,” according to Engler. If they lack the 
tools to directly help, they may have to engage with 
an appropriate member of management, but empow-
erment is taught and emphasiǌed from day one. In 
this way, the guest is never leŌ with that most 
frustra�ng feeling that a staff member they have 
approached is not in a posi�on to help.

To track how well these standards of customer service 
are being met every day, Universal Orlando employs 
mystery shoppers to regularly evaluate team member 
performance, and conducts guest sa�sfac�on 
surveys, both of which provide leadership with consis-
tent feedback on the service being delivered. In 
addi�on, several internal recogni�on programs are in 
place to encourage and reward team members who 
go above and beyond. These programs include͗

as well as peerͲtoͲpeer recogni�ons, with rewards 
ranging from monetary awards to premier parking 
spots; photos displayed in the main hallway and in the 
company’s biweekly publica�on; and department 
recogni�on, including lunches, movie �ckets, gas 
cards, and even airline �ckets. 

The biggest payoff to the efforts by Universal Orlando 
staff to live and embody the Universal Way, according 
to Engler, is that team members are proud to work 
there, and proud to bring their families to the park. 
Guest sa�sfac�on survey results also point to the 
excellent service provided. Rising overall ra�ngs year 
aŌer year truly reŇect how the teams con�nuously 
strive to enhance the guest experience by listening to 
customers and taking each comment seriously. 
Though never the goal of providing excellent service, 
external awards are always a muchͲappreciated 
beneĮt, as well as a testament to how much custom-

Zising guest sa�sfac�on survey ra�ngs year aŌer year are 
nice, but all the happy faces are the true reward.

ers no�ce and appreciate what you’re doing. Last year, Universal 
Orlando was presented with the Brass Ring Award by the IAAPA (the 
Interna�onal Associa�on of Amusement Parks and A�rac�ons) for the 
best training program in parks that have over one million visitors; and 
Universal Orlando’s guest contact center just won the inContact 2014 
Mojo Award in the “Voice of the Customer” category. To Colangelo, 
however, one of the greatest rewards of the job comes from observing 
at the front gate when she has �me in the morning, and watching the 
guests walk into the park, “watching their faces, watching them all stop 
to take pictures, watching the smiles and watching their an�cipa�on-
that is the best start of the day you can imagine.”

Way to Go, Applause Cards,
Bravo Nominations
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ers no�ce and appreciate what you’re doing. Last 
year, Universal Orlando was presented with the Brass 
Ring Award by the IAAPA (the Interna�onal Associa-
�on of Amusement Parks and A�rac�ons) for the best 
training program in parks that have over one million 
visitors; and Universal Orlando’s guest contact center 
just won the inContact 2014 Mojo Award in the “Voice 
of the Customer” category. To Colangelo, however, 
one of the greatest rewards of the job comes from 
observing at the front gate when she has �me in the 
morning, and watching the guests walk into the park, 
“watching their faces, watching them all stop to take 
pictures, watching the smiles and watching their 
an�cipa�on—that is the best start of the day you can 
imagine.”

Because Orlando is one of the world’s top tourist 
des�na�ons, the intense compe��on Universal faces 
is both its biggest challenge, as well as the impetus to 
never rest in raising the bar when it comes to 
customer service. 

As Universal Orlando kicks off its milestone anniver-
sary, celebra�ng 25 years of remarkable success in an 
extraordinarily compe��ve industry and loca�on, it is 
abundantly clear that the Universal Way is lived— 
genuinely and impeccably—by each team member, 
every day. Engler surely speaks for all Universal 
Orlando employees when she says, “It’s really cool to 
work here, because we’re crea�ng memories. We’re 
crea�ng something that will last a life�me.” When you 
know something as simple as taking a family picture 
could turn out to represent the best memories of a 
person’s childhood, it’s impossible not to love what 
you do, which translates directly into excep�onal 
customer service.

Trisha Engler is the Senior Director of Guest Services 
for Universal Orlando Resort in Orlando, FL.
Deborah Colangelo is the Director of the Guest 
Contact Center for Universal Orlando Resort in 
Orlando, FL.
Nivi Nagiel is the NCSA Senior Editor.

Universal Orlando employees love what they do, knowing 
that each li�le thing contributes to joyful lifelong memories. 
For some team members, visi�ng the park as a child is their 
own favorite memory!
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